


Gas Merchandising 


H ouier’s OVS nds Chel 


ays, Sea. better Homes 


WING TIME “set 
1(y PANTO God HOUSER HOW 

Houses Garden SCM Ory 
WAYS WOMAN edgy) bivr Ling 


POURVAL Look vec 

















Conference Plugs Gas Ranges to Editors 
With 55%-Million Consumer Circulation 


tions have a better and most authori- 

tative viewpoint from which to ap- 
proach gas appliance articles in the 
future, now that they have attended an 
all-day conference, as guests of Gas Ap- 
pliance Manufacturers Association, con- 
sidering the theme, “The Kitchen—Hub 
of the Home.” The editors’ participation 
in the 4th annual automatic gas range 
conference, held in New York in late- 
April, indicated a spirit and receptivity 
for gas appliance information that can 
be anticipated, confidently, to be re- 
flected in future editorial treatment. 

The importance of the conference to 
the appliance industry is emphasized 
sharply by the fact that the 32 editors, 
and their associates, represent consumer- 
publications with an aggregate circula- 
tion of more than 55'2-millions of read- 
ers. 

Will T. Trueblood, Jr., director of ad- 
vertising and promotion, Magic Chef, 
Inc., opened the conference and set the 
pattern of thinking with his introductory 
remarks. 

Technological and design character- 
istics of automatic gas ranges were 
opened up by Eleanor V. Wiese, home 
economics supervisor, Public Service 
Electric & Gas Co., (N.J.) and the con- 
ference leader. 

In a clear-cut description of the po- 
tentials for gas appliance sales, Arthur 
Goldman, market and research director, 
Architectural Forum, described the 
open-end mortgage as an instrument for 
stretching the home owner’s dollar “from 
3 to 6 times as far as traditional con- 
sumer credit and with much greater 
safety.” 

Under the open-end mortgage plan, 
he said, the flaw in barring some con- 
nected equipment from home financing 
has been eliminated. 

“Because of its advantages,” Mr. 
Goldman said, the open-end mortgage 
“may eventually become the basic con- 
sumer instrument in America.” 

Show-place kitchens need specialists 
to bring them into the home as actual 
operating units, R. C. Chapman, secre- 
tary, Mutschler Brothers Co., Inc., told 
the editors. He said that his personal ex- 
perience has taught him that the brain 
children of the editors, as they appear 
on the printed page, become problem 
children when the actual installation 
stage is reached. He called for the crea- 
tion of a new profession of specialists 
trained in kitchen problems who would 


Te editors of 32 consumer publica- 
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Food, always an important item in an editor's existence, is being 
dispensed here to those in attendance at the GAMA Automatic 
Gas Range Conference, Hotel Ambassador, New York. 











Here is Dione Lucas, star of the leading TV 
cooking show, giving a demonstration to the 
editors of consumer publications, with benefit 
of microphone but without her usual TV lights 
and camera. 











cooperate with the owner, architect or 
contractor for the designing and possi- 
bly the installation of modern kitchens. 

The trends of modern features of au- 
tomatic gas ranges were fully discussed 
for the editors by Harold Zeamer, sales 
promotion manager, Philadelphia Gas 
Works division, United Gas Improve- 
ment Co. Mr. Zeamer supplied the edi- 
tors with a directory of modern gas range 
features, noting individual brand names 
that applied under each of the many fea- 
tures that he included. 

In a dramatic conclusion, titled “Fin- 
ishing Touch,” Dione Lucas gave one of 
the cooking demonstrations for which 
she has achieved national prominence 
through her now-packaged TV show. 
Mrs. Lucas’ show originated as a live 
presentation sponsored 5 days a week by 
Brooklyn Union Gas Co. During the 3 
years that this show has been running, 
Mrs. Lucas has drawn one of the largest 
audiences of any day-time cooking pro- 
gram. Now, Mrs. Lucas’ show is on film 
and available for wider transmission. 


Together with the conference pro- 
gram, GAMA arranged a display of 
automatic gas ranges so that the editors 
would have the opportunity to see and 
discuss the features that had been pre- 
sented to them by the speakers. 


[Beyond reporting this conference, it 
seems appropriate to note the opinion 
that such well-organized meetings with 
influential members of the consumer 
press go far to supplement the promo- 
tional and advertising efforts of gas ap- 
pliance manufacturers. While the re- 
sults of such conferences never can be 
measured with any form of yardstick, the 
results accumulate, month by month in 
more sympathetic, more factual and 
more emphatic editorial presentations 
of gas appliances as modern equipment, 
meeting consumer-requirements for styl- 
ing, convenience and economy.—H.H.C.] 
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“SALES CLINCHERS" FOR GAS RANGE SALESMEN 


No. 3 of a Series 












To sell her the GAS range, show her 
the “SPECTRUM OF HEAT” with... 


ALLTROL' (ater Sénmer 


Only ranges equipped with famous Alltrol Center 





Simmers* have a complete spread of heat from a 
““Keep Warm” 130° temperature to a hot, full flame for 


fast frying or boiling. Show it to your customer 








dramatically; have her turn the handle, hear it “‘click,” 












see the complete “‘spectrum of heat.” 


ONLY ALLTROL BURNERS GIVE THE “SPECTRUM OF HEAT” 


Full flame Starting A full range of inter- Click... here's efficient “Cen- Click . . . a gentle “Keep 
Burner for quick boil or mediate heats when wide ter Simmer” that maintains Warm” heat . . . without bg.” 
fast frying. spread of heat is needed boiling in any covered vessel. further cooking. ie 











*Write for names of ranges featuring ALLTROL Center Simmer. 
@®Trade Mark Reg. U.S. Pat. Office 


| SEND FOR FREE BOOKLET 


“How to Sell More Gas 
Ranges” 


Address Dept. 63A 


~ HARPER-WYMAN COMPANY 


8562 Vincennes Avenue Z 





""ALLTROL CENTER SIMMER’ MAKES GAS THE WINNER 
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ONE FINE DAY THIS SUMMER — 


FOLKS WILL SUDDENLY WANT DUO-THERM 


GAS HOME HEATERS 


e Again in "53, Duo-Therm will put gas heat on people’s minds in 
. with a nationally advertised ““FREE THERMO- 
STAT” OFFER. 

Offers early-season shoppers a special buy-now inducement. Helps 
dealers move up the selling season, move out more Duo-Therms. 


midsummer. . 


e ‘Free Thermostat’ Offer will be advertised in all these important 
national magazines: 


LOOK August 11 
COLLIER’S August 21 
TODAY’S WOMAN August 


HOUSEHOLD August 
TRUE STORY September 
FARM JOURNAL August 


RURAL GRAVURE August 12 


It’s the curtain-raiser for Duo-Therm’s 1953 advertising program, 
strongest in the home heater industry. 


e It’s an example of how Duo-Therm’s product sales promotion can 
help you increase use of gas in the community you serve. 





More than 2 million warmly 
satisfied customers... 





Approved by 
The American Gas Association 
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Duo-THERM + «-2-~. 


For further information write direct to Dept. G 
Duo-Therm Division of MOTOR WHEEL CORPORATION, Lansing 3, Michigan 





9 Duo-Therm Gas Heater 
vented models set new standards 
for beauty and performance. Ex- 
clusive Equaflame Burner and 
Automatic Power-Air Blower. 
23,000 to 65,000 BTU imputs. 
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5 Duo-Therm Gas Incinerator 
models that will help you capture 
the big new market for garbage 
and trash-burning appliances. 2 
and 4-bushel capacities. Auto- 
matic or manual controls. 


3 Duo-Therm Gas Water 
Heater models, quality-built 
throughout. Liberal 10-Year 
Warranty. Heavy-duty tanks, 
thick spun-glass insulation, faster 
heating. 


4 Duo-Therm Gas Floor Fur- 
nace models, extra-rugged for 
longer service. Liberal 10-Year 
Warranty. Floor or Dual-Wall 
registers. For homes new or old, 
with or without basement. 


DUO-THERM is a registered trade mark of the Motor Whee! Corporation « Copyright, 1955 
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Gas Industry Program Gets GAMA Priority 


BLUEPRINT for action to achieve 
the aims of the recently-an- 
nounced Gas Industry Develop- 

ment Program was presented to members 
of Gas Appliance Manufacturers Asso- 
ciation at its 18th annual meeting at 
White Sulphur Springs, W. Va., May 
20-22. 

James F. Donnelly, GAMA president, 
told the 400 delegates, a record attend- 
ance, that the pro- 
gram had _ been 
planned to take 
advantage of the 
opportunities and 
to solve the prob- 
lems which have 
arisen from the 
unprecedented 
growth of the gas 
industry during 
the past ten years. 

Mr. Donnelly, 
who is also vice 
president of Servel, Inc., reviewed the 
work done during the past year by joint 
committees representing GAMA and 
American Gas Association to establish 
the step-by-step program now being sub- 
mitted to appliance manufacturers and 
gas utility companies. 

The program includes strong recom- 
mendations for each manufacturer and 
utility company covering a variety of 
subjects, including market potentials, 
sales training, sales promotion, financing 
facilities, product development, appli- 
ance service, installation and safety. 

“Your committee has delivered the 
goods,” Mr. Donnelly said, “and laid a 
package at your doorstep. It’s now up to 
you to open that package and utilize its 
contents.” 

He pointed out that the GAMA board 
of directors, the AGA board and indus- 
try leaders who served on gas industry 
development committees have put their 
stamp of approval on the program. “No 
manufacturer,” he added, “can afford to 
do less.” 

Donnelly then stressed the importance 
of effective cooperation and communi- 
cation between manufacturers and util- 
ity companies. 


James F. Donnelly 


Interdependence stressed 


Frank C. Smith, president of AGA and 
of Houston Natural Gas Corp., also stressed 
the interdependence of the gas appliance 
and gas utility industries. “It is a funda- 
mental truth that yours cannot be a healthy 
industry without the active interest and sup- 
port of ours; and that our industry is able, 
modern, sound, aggressive and efficient.” 

Eleven regional meetings of top-level 
utility executives have been held, Mr. Smith 
‘aid, as a means of bringing the develop- 
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New top officers of GAMA, at the annual meeting, White Sulphur 
Springs, W. Va. Left, T. T. Arden, Grayson Controls Division, Rob- 
ertshaw-Fulton Controls Co., first vice-president-elect; and Sheldon 
Coleman, GAMA president-elect, and president, The Coleman Co. 








ment program to the attention of utility 
managements. “Our program has_ been 
taken to more than 100 companies,” he 
summarized, “representing more than 75% 
of our country’s meters. Practically all re- 
sponded at last report to our request for 
pledge of support to all 15 points of the 
program. 

“I am able to say to you that AGA’s gas 
industry development committee, at its last 
meeting in Chicago less than a month ago, 
regarded the acceptance of the program by 


top management of the utility industry as 
certain.” 


Quality vs. cut-price 

Lyle C. Harvey, president of Affiliated 
Gas Equipment, Inc., in a strongly-worded 
statement, said that gas appliance manu- 
facturers should concentrate on selling 
quality to combat cut-price promotion. He 
also urged whole-hearted backing of the 
development program. 

(Continued on page 48) 





APPLIANCE MANUFACTURERS 
ASSOCIATION: 1953-1954 


OFFICERS 

President—Sheldon Coleman, president, The 
Coleman Co., Inc. 

First vice president—T. T. Arden, executive 
vice president of Grayson Controls Divi- 
sion, Robertshaw-Fulton Controls Co. 

Second vice president—W. F. Rockwell, Jr., 
president, Rockwell Manufacturing Co. 

Treasurer—Lyle C. Harvey, president, Affiliated 
Gas Equipment, Inc. 


DIVISION CHAIRMEN 
Domestic gas range division: W. T. Trueblood, 
Jr., director of advertising and promo- 
tion, Magic Chef, Inc. 
house heating and air 
equipment 


conditioning 
Harold C.. Day, 
American Radiator and Standard Sani- 
tary Corp. 


division: 


water heater division: H. B. Carbon, vice 
president, sales, Bastian-Morley Co., Inc. 
clothes dryer division: John Christensen, 
manager, promotions, home appliance 
division, Hamilton Manufacturing Co. 

meter and regulator division: Gilbert T. 
Bowman, sales manager of gas products 
and Nordstrom Valve divisions, Rockwell 
Manufacturing Co. 

incinerator division: 


Robert D. Smith, 
sec.-treas., Incinerator Products Co. 





Gas valve division: D. E. DuPerow, vice presi- 
dent, Lincoln Brass Works, Inc. 

Frank H. Post, 
sales manager, American Thermometer 
division, Robertshaw-Fulton Controls Co. 

Direct heating equipment division: Thomas D. 
Bromley, vice president, gas heating divi- 
sion, Peerless Manufacturing Corp., Inc. 

Relief valve division: George B. Horne, presi- 
dent, Watts Regulator Co. 

Industrial gas division: F. C. 
Schaefer, sales manager, American Gas 
Furnace Co. 


Automatic controls division: 


equipment 


Hotel, restaurant and commercial gas equip- 
ment division: Wendell M. Smock, presi- 
dent, Vulcan-Hart Manufacturing Co. 

Gas Appliance regulator division: Frank J. 
Kern, Jr., pres., Detroit Regulator Co. 


GROUP CHAIRMEN 
Gas boiler group: N. E. Westphal, manager 
of plants, Weil-McLain Co. 
Gas furnace group: Herbert G. Hayes, chief 
engineer, Armstrong Furnace Co. 

Gas floor furnace group: F. Donald Hart, 
executive vice president, Temco, Inc. 
Vented recessed heater group: A. J. Horn, 

Day and Night division, Affiliated Gas 
Equipment, Inc. 
Unit heater group: (temporary) D. R. Webster, 
president, Reznor Manufacturing Co. 
Gas conversion burner group: Harry Gurney 
of Surface Combustion Corp. 




















There are 3 ways 





When it’s a call for a FORCED AIR FURNACE... 





you can profit more with bryant 


1. You can profit more on the initial sale! All 
Bryant Forced Air Units are available to you 
at attractively low, margin-boosting prices. 


2. You can make an extra profit! Today, many 
furnace sales present an opportunity to sell 
air conditioning as well. There are two 
Bryant lines of central cooling units—vertical 
and horizontal—to satisfy your need for a 
broad range of products that meet all re- 
quirements of cooling, space and price. It’s 
a single source of supply for the complete 
job. And you can sell this broad line for 
installation with all Bryant Forced Air 
Furnaces—a most practical and positive 
profit opportunity for you. 


3. You can maintain your profit! Bryant is fa- 
mous for quality—and good quality means 
decidedly fewer, profit-shrinking “‘call-backs”’. 

And Bryant helps you sell! To strongly 
supplement Bryant’s extensive national adver- 
tising program, Bryant heating and air con- 
ditioning literature will be sent to over 80,000 
families definitely known to be building new 
homes within the next 12 months. Names of 
these families in your area will be supplied to 
you—another reason to investigate this hand- 
some, 3-way profit opportunity today. 

Contact your nearby Bryant distributor for 
complete information or simply write: Bryant 
Heater Division, 17825 St. Clair Avenue, 
Cleveland 10, Ohio. 
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THE MOST 

COMPLETE LINE OF 
HOME CONDITIONING 
EQUIPMENT IN 

THE INDUSTRY 


FURNACES 
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MEN AT WORK 





V. R. ALLISON, JR., is now divisional 
sales manager, North and South Carolina 
territory, Detroit-Michigan Stove Co. 

GEORGE ANDERSON has been assigned to 
air conditioning service department, Evans- 
ville, Servel, Inc. 

CarRL L. BLAKE is now a regional repre- 
sentative, home appliance division, Hamil- 
ton Manufacturing Co. 

R. L. BROWN is now air conditioning 
sales engineer, Evansville, Servel, Inc. 

HowarbD L. Burns, JR., is now regional 
representative for metropolitan New York 
and New Jersey, Hamilton Manufacturing 
Co. 

Dave COLE is now manager, chain and 
department store appliance sales, Servel, 
Inc. 

JOHN CRIM has been appointed assistant 
to works manager, Buffalo, Roberts-Gor- 
don Appliance Corp. 

EUGENE DIRSCHEL is now works man- 
ager, Buffalo, Roberts-Gordon Appliance 
Corp. 

WILLIAM K. Drake has been named sales 
engineer, Janitrol domestic-commercial di- 
vision, Surface Combustion Corp. 

W. P. Dwyer is now air conditioning 
sales representative, eastern region, Servel, 
Inc. 

WILLIAM C. GORDON is now New Eng- 
land regional manager, Norge division, 
Borg-Warner Corp. 

ROBERT K. Guy is now general service 
manager, Perfection Stove Co. 

C. P. HOLCOMBE has been appointed air 
conditioning sales representative, southern 
region, Servel, Inc. 

Fred G. KrRacH is now purchasing 
agent, charge of raw materials, Servel, Inc. 

RAYMOND LUBAR is now sales manager, 
Washington, D. C. district, Servel, Inc. 

DONALD F. Motz is now products man- 
ager, Williams division, Eureka Williams 
Corp. 

FRANK D. O’SULLIVAN has been ap- 
pointed sales manager, Bridgeport district, 
Servel, Inc. 

WALTER SHIELDS was named assistant to 
the president, Norge division, Borg-Warner 


| Corp. 


Louis M. SNYDER has been appointed di- 


rector of sales training, Whirlpool Corp. 


Whirlpool Dealers to Get Movie 

A 30-minute, 16mm color sound film 
dealing with home laundry appliances, 
titled “Mother Takes A Holiday,” is now 
being released to Whirlpool distributors, 
John M. Crouse, sales manager, Whirlpool 
Corp., has announced. 

Designed for consumer-showings, the 
film will be distributed to dealers for show- 
rooms, clubs, and schools. The picture de- 
scribes the craftsmanship in Whirlpool 


to YOU 

A new, dynamic Salesme 
WHIRLPOOL s dromort 
entertainang colorty 


30 maute moron p 


MOTHER TAKES 
A HOLIDAY 





products while providing informative mate- 
rial on the techniques of the modern home 
laundry equipment industry. 

More than 11,000 feet of film were shot 
in the production, and reduced to a final 
1,080 feet for the three-reel picture. A cast 
of eleven actors and actresses, a produc- 
tion crew of sixteen, and a large number of 
Whirlpool employees took part in the film- 
ing and production. 

More than 4,000 hours were spent in 
production. All camera and lighting equip- 
ment were moved to the company’s main 
plant at St. Joseph, and filming was done 
under actual working conditions by The 
Jam Handy Organization, Detroit, Mich. 


Chambers Dealers Eye Cruise 

Chambers range dealers in the South and 
Southwest are said to be gearing up sales in 
anticipation of a luxury cruise to the Carib- 
bean in January, 1954. The Caribbean 
cruise, sponsored by Chambers Corp., was 
organized among distributors by M. A. 
Compton, Jr., and Forest N. Hall, factory 
representatives. 

The contest, open to every Chambers 
dealer and salesman in the southern United 
States on a quota basis, ends December 31, 
1953. 

Arrangements have been made to accom- 
modate more than 150 people on the cruise. 


AUTOMATIC INCINOR 


GAS-FIRED INCINERATOR 


A “MUST” in Homes with Automatic Heat 
A FULL-PROFIT LINE «- NO TRADE-INS 


INCINOR IS APPROVED BY A.G.A. LABORATORIES 


ACT NOW FOR COMPLETE DETAILS 
INCINERATION DIVISION, BOWSER, INC., CAIRO, ILL. 
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Industry Launches Sales and Public 
Service Development Program 


ance industries have launched a pro- 

gram aimed at solving mutual prob- 
lems of marketing and public service 
which have resulted from the gas indus- 
try’s unprecedented growth in recent 
years. 

After its adoption by directors of 
American Gas Association and Gas Ap- 
pliance Manufacturers Association, the 
program was presented in two series of 
meetings to gas company executives rep- 
resenting 80% of the domestic meters 
and manufacturers of more than 90% of 
all domestic gas appliances sold in the 
United States. 

“Tremendous progress of the gas in- 
dustry in the past 10 years, with an- 
nual revenue nearly double what it 
requires all fac- 
was in 1942, now 
tors in the indus- 
try to take time 
out for  self-ap- 
praisal and a gen- 
eral tightening of 
their public serv- 
ice machinery,” 
the joint GAMA- 
AGA statement 
said. “The pro- 
posed action pro- 
gram for gas in- 
dustry development will he!p us not only 
to keep pace with public demand for gas 
and gas appliances but also to maintain 
our competitive position in the fuel and 
appliance fie!ds.” 

The utility phase of the program in- 
cludes fifteen points, outlining each par- 
ticipating company’s responsibility for 
developing appliance sales volume in its 
territory. The statement exp!ained that 
this will require a study of potentia!s in 
both the replacement and new customer 
markets, augmentation of sa'es and pro- 
motional forces, extension of adequate 
appliance financing facilities to dealers, 
and cooperation with manufacturers who 
give special attention to qua’ ity-improve- 
ment and advertising of their products. 

The manufacturers’ 19-point program 
will stress product development; collec- 
tion of trading area data for utility and 
manufacturer sales guidance; promotion 
of the use of higher grade appliances by 
builders, architects and real estate devel- 
opers; expansion of merchandising ac- 
tivities; and cooperation with gas com- 
panies in an effort to standardize utility 
requirements in the manufacture and in- 
stallation of gas appliances. 

Gas industry development committees 
representing both GAMA and AGA car- 


Te combined gas utility and appli- 
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ried the joint program to the member- 
ship of each association in a total of 20 
coast-to-coast meetings he!d between 
February 19 and April 9. More than 100 
top utility men and over 300 appliance 
manufacturers attended the regional ses- 
sions and undertook to re'ay a!l conclu- 
sions to companies not represented at 
the meetings. 

In addition to giving the gas industry 
a united front in its approach to market- 
ing problems, the “action program” is 
intended to strengthen its public service, 
safety and research policies. To the man- 
ufacturer, this will mean more rigid ad- 
herence to warranty terms and coopera- 
tion with utility service departments in 
assuring proper installation and opera- 
tion of all appliances and conformance 





Joint session of representatives of all phases of gas appliance indus- 
try aitend GAMA’s regional session of ‘action Program” at St. Louis. 


with local ordinance, building and 
plumbing codes. 

The utilities’ program, on the other 
hand, calls for the gas companies to pro- 
vide customers with information on the 
nature and extent of presently available 
appliance service. It also provides for 
prompt adjustment service and, within 
reason, inclusion of the cost in operating 
expenses. The program, said the GAMA- 
AGA statement, would oblige manufac- 
turers to furnish replacement parts at 
reasonable cost to the customer to help 
maintain prevailing minimum standards 
of safety, without distinction as to the 
appliance warranty or point of purchase. 

Other joint efforts of manufacturers 
and utilities wou!d be in training appli- 
ance installers and in making the AGA 
appliance approval requirements and 
testing programs the basic and funda- 
mental standard of the industry, the ob- 
jective being “to ensure a high degree of 
safe operation throughout the reasonable 
expected life of the approved appliance.” 

Among the mutual features of the 
program is the decision of utility partici- 
pants to re-evaluate their main-extension 
policies. Often, it was pointed out, the 
lack of gas facilities results in gains by 
competitive fuels and appliances. 


| 
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Gas Industry Program 
Gets GAMA Priority 
(Continued from page 43) 





] 


“Too many of us,” Mr. Harvey said, 
“blame the utilities for all of our troubles. 
To listen to some of us one would think we 
feel the utilities should buy our output at a 
price 10% to 25% higher than we can sell 
the stuff ourselves—and give us shipping 
schedules exactly equal to our production 
possibilities.” 

Pinpoint distribution 

H. Leigh Whitelaw, managing director 
of GAMA, pointed out that the success of 
operations based on uniform trading areas 
is “a matter of statistical record.” 

By utilizing such figures, Mr. Whitelaw 
said, competitive industries “have been able 
to pinpoint their distribution. Because they 
knew individual markets and knew the 
ability of each of these markets to absorb 
their product, they were in a position to 
develop sales and promotional programs 
which could only culminate in an adequate 
sales volume accomplished within each 
area.” 





NO GAMA SHOW IN 1954 


The GAMA board of directors voted, at the 
annual meeting, that GAMA would not spon- 
sor the usual exh‘bition in Atlantic City, or 
at any other loca‘ion, in 1954. Action on the 
question was final, although it was recog- 
nized the Board could, if it wished, reconsider 
the matter. 
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GUIDES TO GASHOLDER PLANNING 


J of a series 

















Top section of 1 


shell completely 
ventilated 


Wide clearances 
simplify operation 


Gas-tight friction- 
less seal not affected 
by weather 


Piston rests on 
bottom —less than % 
of 1% for purging 


Leveling device — 
independent of side- 
wall—keeps piston 
level 


Fenders prevent 
all tension in seal 


“Will our gasholder be efficient? Safe? And 
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How much does 
maintenance cost?” 


Recently one of our engineers asked 
the chief engineer of a large cor- 
poration, ‘“What are ern 
costs on your Wiggins gasholders?’ 

“Maintenance — what mainte- 
nance?”’ was the answer. “Since 
they were installed a year ago, no 
one’s had to look at our Wiggins 
gasholders! What used to be 
maintenance expense now goes 
into profit!” 

Wiggins’ engineers get the same 
answer at practically every instal- 
lation they visit: no operating costs, 
little or no maintenance costs. 

Reason: the Wiggins’ patented 
dry seal is permanent, imperme- 


. flexible, 


able and weatherproof . . 


yet strong as steel. No need for - 


constant checking on toxic or ex- 
plosive gas accumulations. No anti- 
freeze or evaporation worries as 
with liquid seals. No complex rig- 
ging to corrode or get out of order. 
For complete facts, write General 
American. 


a GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South LaSalle Street * Chicago90, Illinois * Offices in Principal Cities 
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Typical of Sprague “firsts” are the Packed-in-4 , 
Index Driving Bracket, Chrome Leather Diaphragms and 
the Combinotion Meter. 
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This “years-ahead” policy at Sprague with careful at- — 


tention to basic design and interchangeable parts makes “OS ANGELES CALIF 
the purchase of a Sprague Meter a lifetime investment. 
The term “age-less” can with certainty be applied to aw 
Sprague products. Bias it 


— DAVE 


SAN FRANC, 


~ 


